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INTEGRATED MARKETING COMMUNICATIONS 

 

COURSE: FOURTH 

SEMESTER: FIRST 

TYPE: COMPULSORY 

CREDITS: 6 

LANGUAGE: ENGLISH 

PROFESSOR:  THELMA E. PÉREZ ÁLVAREZ 

 

 

OBJECTIVES: 

 

The student will acquire solid knowledge to understand the importance and relevance 

of integrated communication in marketing in organizations. Te course will provide the 

student with a theoretical and practical perspective to make assertive and effective 

decisions in the application of the basic tools of integrated communication, the 

integrated communication system and integrated planning. 

 

The student will be able to create and plan successful integrated marketing 

communication campaigns, the determination of objectives, budgets, implementation 

and their final evaluation. 
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COMPETENCES:  

 

GENERAL 

− CB2 - Students should know how to apply their knowledge to their job or 

vocation in a professional way and have the competencies that are usually 

demonstrated by developing and defending arguments and solving problems 

within their area of study. 

− CG1 - To develop language skills and to express themselves adequately and 

convincingly in different situations of oral and written communication in the 

community's own languages and in English. 

 

SPECIFIC 

− CE4 - Manage the fundamental tools of strategic marketing to apply them in 

the field of advertising, public relations and marketing in national and 

especially international markets. 

− CE8 - Detect and correctly analyze the factors that influence the behavior of 

international consumers, from a marketing perspective, and design strategic 

marketing plans based on this international approach to decision-making. 

 

LEARNING RESULTS: 

− R1 Analyzes and applies the different strategies that can be applied around 

each of the 4 P’s: price, product, promotion and placement. 

− R6 Applying innovative methodologies. 
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− R7 Uses basic tools, instruments and techniques for understanding the 

behavior and habits of consumers, users and recipients of goods, services and 

ideas. 

− R8 Analyzes the decisions implicit in brand management. 

− R9 It develops in complex situations or situations that require the development 

of new solutions in the academic, work or professional fields of study. 

 

CONTENT: 

Unit 1. Introduction to IMC 

- Overview of IMC 

- Communicative process and social representation in IMC 

- Marketing in the digital age 

- Objectives of marketing communication 

- Brands and IMC 

 

Unit 2. Components of the IMC 

- Traditional advertising 

- Traditional promotion 

- Public relations, personal selling, and other IMC options 

- Direct marketing and channels marketing 

- Internet marketing and mobile marketing 

 

Unit 3. IMC messages 

- Message processing 
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- Creative execution 

- IMC messages 

- Woke-washing 

 

Unit 4. The IMC plan 

- Planning considerations 

- The planning process  

• Target and audience 

• Necessary details and a budget plan 

• Unique selling proposition 

• Marketing communication methods 

• Consistent brand elements 

• Designing the metrics 

 

Unit 5. Implementing the IMC plan 

- Case studies 

 

EVALUATION SYSTEM: 

The evaluation is based on one individually and mandatory practical ordinary exam 

(40% of the final mark) with remedial, a group activity carried out during the course in 

class and home (40%), participation in class (10%) and autonomous work (10%). The 

student’s progress will be considered for the final grade.  
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Evaluation system 
Evaluation 

Weight 
Learning 
Results 

Skills Characteristics 
Time 

commitment 

Activity 1 *. Individually.  
Analyze the documentary 
"No Logo: brands, 
globalization, resistance" 
(Klein, Jhally, Alper, 
2003). Provide some 
useful reflections in 
relation to the content 
and discuss about why it 
is important to know “the 
dark side” of marketing 
for professional 
development?  

10% 
R1 +R6 

+R9 

CB2 
+CG1 
+CE4 
+CE8 

Individual, 
optional, 

delivered on 
time & without 

remedial 

5 hours 

Activity 2 **. Work group 
activity. Create an IMC 
plan according to rubric. 
Must deliver a report 
(90% and perform an oral 
presentation (10%) 

40% 
(4 

phases:10% 
each phase) 

R1 +R6 
+ R7 
+R8 
+R9 

CB2 
+CG1 
+CE4 
+CE8 

Groups of 3-4, 
mandatory, 
delivered on 

time & without 
remedial 

60 hours 

Exam *** (written).  

40% 
R1 +R6 

+R9 

CB2 
+CG1 
+CE4 
+CE8 

Individually 
and mandatory 

practical 
ordinary exam 

& with 
remedial. 

Average from 
5. 

40 hours of 
study time 

Class participation. 
Delivering the requested 
products during classes 
and comments or 
questions along the 
semester. **** 

10% 
R1 +R6 

+R9 

CB2 
+CG1 
+CE4 
+CE8 

Individual & 
without 

remedial 

60 hours of 
class time 

   
  165 hours 

 

* Non-delivered individual activities have a 0 grade. Delays in this activity are not 

accepted.  

** Work group activity must be according to rubric and orally defended on time to be 

graded. Any of the items requested in the 4 phases of the rubric that are not 

developed will decrease the total percentage of the grade. The non-attendance (not 
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justified) in the oral defense class will suppose a "no delivery", that is, a zero. Students 

can obtain different marks in the same activity within the same group, depending on 

the the effort shown and the fulfillment of the micro-objectives established for each 

session. 

 

*** For those who have fewer than 5 in the exam, a remedial exam for that test is 

available. *** It is important to note that the average will be strictly from 5.   

 

**** The teacher will evaluate the active participation, in the requested products during 

classes, as in the open debates in class. The critical and analytical student vision will 

be seen with special importance, as well as the elaboration of constructive feedback 

on the oral presentations in group. 

 

Evaluation is subject to remedial exam. The activities cannot be retrievable. The only 

item that is possible to be recovered is the exam. 

 

It is needed an overall average of 5 in order to pass the subject. The final grade might 

be rounded upwards or downwards depending upon the effort shown in the continuous 

evaluation and their interest in the subject. 

 

In order to be evaluated student must have at least the minimum attendance 

requirement of 80%. 

 

 

METODOLOGY: 

The learning process of this subject is oriented towards a constructivist and 

participatory approach through analytical practice, based on face-to-face lessons and 

combines theoretical knowledge with practices. During the classes, the professor will 

expose the contents of the programme using different learning methodologies, in 

addition to group activities to complement and put in practice the acquired 
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knowledge. Additionally, the students will have to make individual activities during the 

personal working hours and at home. 

 

It is strongly recommended to dedicate time at home to work on this subject to 

consolidate the acquired knowledge, checking the contents learnt in class and 

consulting the recommended bibliography. Autonomous work will be specially 

appreciated. The teaching staff will consider the development and progress of each 

student individually. 

 

Any student who does not sit an exam and not justify the absence on grounds of 

force majeure, either to Coordination or Academic Tutoring, will lose this opportunity. 

The student will be able to do it in the complementary period, but only in case that 

meets the requirements for it. If the student has provided a certificate of absence due 

to a case of force majeure, will sit the exam on the complementary date and will still 

keep another examination sitting. In case, that she/he would not pass the exam on 

the complementary date will have another opportunity before the last day to record 

grades. 

 

Any student who does not make an oral presentation and does not justify to the 

teacher that it has been a case of force majeure, will lose the chance to do it another 

day. 

Likewise, any student who does not deliver an activity on deadline and does not 

justify to the teacher that it has been due to force majeure, will miss the opportunity. 
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The student who has not attended a minimum 80% of classes within a week before 

the midterm or final exams (having submitted the supporting documents to his/her 

tutor), will be excluded from the ordinary examination. In this case, the student will 

have to attend the complementary exam, provided that meets the requirements laid 

out in the study program. 

 

BASIC BIBLIOGRAPHY: 

 

- American Psychological Association. (2021). Common reference examples guide.  
https://apastyle.apa.org/instructional-aids/reference-examples.pdf 
 

- APA 7th Referencing: Getting Started in APA 7th. 
 https://libraryguides.vu.edu.au/apa-referencing/7GettingStarted 

 
- [ESERP online library] Elósegui-Figueroa T. (2015). Marketing Analytics. ANAYA 

MULTIMEDIA. 

- German, F., Lilien, G., Rangaswamy, A. (2013). Performance implications if developying 

marketing analytics. International journal of research in marketing. V. 30, Issue 2,114-

128. https://doi.org/10.1016/j.ijresmar.2012.10.001 

- Kotler P., Kartajaya H, Setiawan I. (2021). Marketing 5.0. John Wiley & Sons Inc. (The 

teacher will provide) 

-  [ESERP online library] Kotler P., Kartajaya H, Setiawan I.(2018). Marketing 4.0. LID 

editorial. ISBN: 9788416894857. 

- [ESERP online library] Kotler P., Kartajaya H, Setiawan I. (2012). Marketing 3.0. LID 

editorial. ISBN: 9788483568439. 

- [ESERP online library] Steves, M. (2020). Artificial Intelligence In Digital Marketing How 

AI Will Transform Digital Marketing. Mike Steves Publishers. ISBN-9781662234002 

 

 

https://apastyle.apa.org/instructional-aids/reference-examples.pdf
https://libraryguides.vu.edu.au/apa-referencing/7GettingStarted
https://doi.org/10.1016/j.ijresmar.2012.10.001
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COMPLEMENTARY BIBLIOGRAPHY: 

- American Association of Advertising Agencies 

o http://www.aaaa.org 

- American Marketing Association 

o https://www.ama.org 

- Belch, G.E. (2014). Advertising: An integrated marketing communication perspective. 

McGraw Hill.  

- Chief Marketing Technologist - Marketing Technology Management 

o http://chiefmartec.com 

- Cuervo, D.F.(2016).  Integrated marketing communications: A strategic brand 

perspective. SPS. 

- Duncan, T. (2009). Integrated Marketing Communications. McGraw-Hill Education  

- Institute of Promotional Marketing 

www.theipm.org.uk 

- Integrated Marketing Communications Council Europe 

http://imcceurope.com 

- Jones, O. (2019). Woke-washing: how brands are cashing in on the cultural wars. The 

Guardian. https://www.theguardian.com/media/2019/may/23/woke-washing-brands-

cashing-in-on-culture-wars-owen-jones  

- Juska, J.M. (2017). Integrated Marketing Communication: Advertising and Promotion in 

a Digital World. Ed Routledge.  

- Kitchen, P.,Burgmann, I. (2015). Integrated marketing communications: Making it work at 

a strategic level. Journal of Business Strategy. 36: 34–39. 

https://www.researchgate.net/publication/281360955_Integrated_marketing_communicat

ion_Making_it_work_at_a_strategic_level 

http://www.aaaa.org/
https://www.ama.org/
http://chiefmartec.com/
file:///C:/Downloads/www.theipm.org.uk
http://imcceurope.com/
https://www.theguardian.com/media/2019/may/23/woke-washing-brands-cashing-in-on-culture-wars-owen-jones
https://www.theguardian.com/media/2019/may/23/woke-washing-brands-cashing-in-on-culture-wars-owen-jones
https://www.researchgate.net/publication/281360955_Integrated_marketing_communication_Making_it_work_at_a_strategic_level
https://www.researchgate.net/publication/281360955_Integrated_marketing_communication_Making_it_work_at_a_strategic_level
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- No Logo: brands, globalization, resistance. (2018, November, 24). [Video]. YouTube. 

https://www.youtube.com/watch?v=oeTgLKNb5R0 

- Mahdawy, A. (2018). Woke-washing brands cash in on social justice. It’s lazy and 

hypocritical. The Guardian. 

https://www.theguardian.com/commentisfree/2018/aug/10/fellow-kids-woke-washing-

cynical-alignment-worthy-causes  

- Manser E., Peltier J.W., Barger V.A. (2017). Omni-channel marketing, integrated 

marketing communications and consumer engagement: A research agenda, Journal of 

Research in Interactive Marketing, V. 11, Issue: 2,185-197. 

- Rakić, B., Rakić, M. (2014). Integrated marketing communications paradigm in digital 

environment: The five pillars of integration. Megatrend Review, 11, 187-203. 

https://www.researchgate.net/publication/277887817_Integrated_marketing_communicat

ions_paradigm_in_digital_environment_The_five_pillars_of_integration 
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